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After four years of E-commerce’s golden period of development, online 
shopping sales have accounted for 20% of national retail sales market share,l. 
Meanwhile, all the major e-commerce platform currently still see women as the main 
consumer group. Such products are characterized by generally lower prices, original 
leaf tea herbal tea for female consumers' choice compared to men, and brand loyalty 
is significantly lower. In an increasingly competitive business platform, the 
acquisition cost per customer's initial purchase from the original 35 yuan / person in 
just one year has risen to around 63 yuan - nearly double the growth. Thus urgent 
problems have arisen concerning how to effectively improve the utilization efficiency 
of resources for each activity, how to assess customer loyalty and purchase frequency, 
and how to improve each online tea brand. 
This paper discusses herbal tea consumer behavior characteristics, starts to 
establish herbal tea consumer behavior models, and then analyzes the factors affecting 
the behavior behind this. Through factor analysis, on the one hand to understand the 
demands of consumers, customers looking for contacts; on the other hand looking for 
market segments and determining the market positioning of the product. 
This article relies on research, designing a tea consumption behavior 
questionnaire, using SPSS software, descriptive statistics and correlation analysis of 
customer requirements on a page. The paper also looks at packaging preferences, style 
preferences and willingness-to-pay, while raising tea marketing strategy 
recommendations. Recommendations include: market positioning adjustment 
according to market segments; experiential marketing; clear product concept and 
market positioning; image and brand connotation; customer convenience, the 
outsourcing of logistics and distribution; establishing a multi-channel distribution 
terminals. Lastly, the paper also recommends use of market penetration pricing. 
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    1.改变信念：该策略是改变对于品牌或产品一个或多个属性的信念。要想改
变信念通常要提供关于产品表现的事实和描述。 
    2..改变权重：消费者认为产品的某些属性比其他一些属性更重要。营销者常
常告诉消费者自己产品相对较强的属性是该类产品最重要的属性。 
    3.增加新信念：另一种改变态度中认知成分的方法是在消费者的认知结构中
添加新的信念。 
    4.改变理想点：最后一种改变认知成分的策略是改变消费者对于理想品牌的
概念。 






    1.经典性条件反射：运用这种方法时，企业选择受众所喜欢的某种刺激，如
一段音乐，不断与品牌名称同时播放。过了一段时间后，与该音乐相联系的正面
情感就会转移到品牌上。其他刺激，如喜爱的图画，也经常被使用。 






















    （三）经典性条件反射、激发对广告本身的情感和更多接触可以直接地改变
消费者对产品的情感进而影响或间接改变他们的购买行为，而不必先改变他们的
信念，其有以下重要的意义： 
    1.设计被用来改变消费者情感的广告不一定要包括认知信息（无论是事实的
还是属性上的）。 
    2.经典性条件反射原理被用来指导上面所讲的这类活动。 
    3.消费者对广告本身的态度，即喜欢还是不喜欢是这类营销活动成败的关键
（除非能使消费者更多地接触广告）。 
    4.重复是以情感为基础的营销活动的关键所在。 
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